Currently, few studies have investigated how bank-specific determinants affect customer experience in retail banking. The objective of this paper is twofold: to provide a literature review about customer dissatisfaction in retail banking and to shed more light on different behaviours of banks regarding customer complaints. Our hypotheses are tested on a large sample of Italian banks on problem resolutions performance measured from 2012 to 2014, using bank-level balance sheets and appeals to "Arbitro Bancario e Finanziario". We detected differences in the complaints management of different types of banks during turbulent financial market conditions. We compared bank size and bank legal form as possible sources of organisational friction studying their impact on the likelihood of customer dissatisfaction. Our findings highlight that, the small banks and cooperative banks are less inclined to have retail customers with dissatisfaction than large banks and joint-stock banks.
circumstances, financial promises made by institutions [they] supervise are met within a stable, efficient, and competitive financial system" (Brown et al., 2015) .
In recent years, in Italy, the Bank of Italy issued a new regulation requiring new procedures to guarantee transparency and correctness to customers in the banking business. The Arbitro Bancario e Finanziario ABF (Financial and Banking Ombudsman) was created by the Bank of Italy in 2009 as an alternative system of dispute resolution between customers and intermediaries.
The availability of systematic data now allows empirical analysis of the phenomenon, which was hitherto unfeasible.
The paper focuses specifically on the management of complaints in retail traditional banks. Following the literature and the regulators, the paper's hypothesis is that a good complaint management can contribute to increasing the quality of services and also how it is perceived so as to improve customer sentiment. The work purpose is twofold: firstly, to highlight the critical importance of customer dissatisfaction in retail banking; secondly, to empirically verify whether the bank size or the legal form of the bank affect their consumer dissatisfaction.
The paper is structured as follows. In Section 2, we introduce the theoretical framework about customer experience and complaint management systems. In Section 3, we describe the data and methodology used in our analysis. In Section 4 we explain the analysis that we made on the sample and the main finding. The conclusion and suggested ideas for further research are in the last section.
Customer experience and complaint management systems
Some studies have shown that greater customer satisfaction in the banking sector strengthens customer loyalty. The possible advantages of customer loyalty include a continuous stream of profit, reduction of marketing costs, growth of per-customer revenue, decrease in operational costs, increase in referrals, increase in price premiums and development of switching barriers for loyal customers who will then not easily surrender to competitors' promotional efforts (Reichheld, 1996) .
It has been pointed out that the typically intangible nature of banking products and services makes difficult for the customer to assess what the service provider is offering (Sabadie et al., 2006) .
The very nature of services in the banking sector, besides the conditions of supply, thus makes interaction between the bank's contact personnel and the customer strategic elements for customer satisfaction (Eiglier and Langeard, 1987) .
Customer satisfaction may be seen as "the product of the accumulated experience of a customer's purchase and consumption experiences" (Andreassen and Lanseng, 1997) .
Trust is the very foundation of customers' relationships with their financial institutions. Without trust, customer loyalty quickly falls by the wayside when things go wrong. With it, customers are more willing to 'hang tough' and give the financial institution a chance to make things right.
Customer experience is a key driver for the level of trust. While overall financial stability was the top reason for customers' 'complete trust' in their primary financial services providers, the second most cited was the way in which the customers are treated followed closely by other elements of the experience, such as complaint handling, communication and quality of advice. And the most common reason for opening or closing accounts that customers cited is the experience with their financial services. (Ernest & Young, 2014) . So the experience drives not only complete trust but also the amount of business customers are placing with their financial services providers.
Some research on topics such as customer emotions and perceptions of service quality examines how customers integrate individual instances to arrive at an overall judgement. On this point, Herr et al. (1991) argues that negative interactions are often more potent than positive interactions. In particular, in regard to the banking sector, Anderson and Mittal (2000) show that banker customer interactions that deviate from customers' prior expectations about the interaction will be perceived as more diagnostic of the banker's performance and will have a disproportionately larger effect on customers' reactions to the banker.
Most research considers the relationship between customer complaint and customer satisfaction (Singh, 1988; Fornell and Werner, 1988) . The CFPB defines consumer complaints as "submissions that express dissatisfaction with, or communicate suspicion of wrongful conduct by an identifiable entity related to a consumer's personal experience with a financial product or service". The definition of dissatisfaction comes from Oliver's disconfirmation between prior expectations (the pre-exposure beliefs about the product) and post-purchase outcomes (Ferguson and Johnston, 2011) . Better-than-expected outcomes result in satisfaction, while worse-than-expected outcomes result in dissatisfaction (Oliver, 1980) . Recent research maintains that affective processes also contribute to explaining customer dissatisfaction. Fornell and Werner (1988) defined dissatisfaction as a state of cognitive/affective discomfort caused by an insufficient return relative to the resources spent by the consumer at any stage of the purchase/consumption process. Furthermore, the customers dissatisfied of the quality of the services tend to spread their bad experiences to others and leave the company (Mizerski, 1982; Sonnenberg, 1990) . For instance, Sonnenberg (1990) stated those customers who leave a company because they have been dissatisfied with the service are believed to tell 9-10 people about their experience.
Some of this research contemplates customer dissatisfaction as the antecedent of customer complaint. For example, Anderson et al (1994) found that customer satisfaction is the centre in a chain of relationships running from the antecedents of customer satisfaction-expectations, perceived quality and value to its consequences-voice (complaints) and loyalty. So, the immediate consequences of increased customer satisfaction are a decrease in customer complaints and an increase in customer loyalty. Voss et al. (2004) found that the use of systematic procedures for capturing customer feedback and complaints had a direct and positive influence on satisfaction. Van der Wiele et al. (2002) discovered a negative correlation between customer behaviour (complaints and defections) and their perceptions of service quality. They also found that more important and big customers make more complaints and have a higher defection risk.
The most important thing for the maintenance of good customer relations is the attention which the bank sets on managing the situation.
The studies show that there is an astounding upside if customers are highly satisfied with their problem resolution vs. a downward spiral in trust when the relationship is dissatisfied.
Solving problems in a way that leaves customers highly satisfied with their resolution has long been, and remains, of significant importance in the relationship. Thorne and Erffmeyer (2003) said that the content and process of consumer complaint management generate opportunities for strengthening organisational performance and growing customer satisfaction.
From various empirical studies (Chebat et al., 2005; Sabadie et al., 2006) it emerges that the customer, when making a complaint, does so because he or she believes that the organisation which has provided the service is responsible for his or her dissatisfaction. Hakiri (2012) shows that if the bank both endeavours to solve the problem promptly and investigates the origin of the problem perceived by the customer, with the information being properly filed and stored, the bank may well find correctives and manage to improve the quality of service supplied.
As highlighted by Reichheld (1996) , by searching for the root causes of customer dissatisfaction, companies with the desire and capacity to learn can identify business practices that need fixing and can sometimes win the customer back and reestablish the relationship on firmer ground.
In this context, as has been rightly argued by Pyon et al. (2011) , improvement in the quality of services supplied, by means of complaints management, should be considered from a process viewpoint and a customer's viewpoint, because value creation is ultimately linked to internal business processes in the back office and customers are involved as co-producers of value. Gerrard and Cunningham (2004) have found in their study of consumer bank switching in the Asian banking market that 75% of bank switching is caused by multiple incidents. As most of the above factors are relatively difficult to measure in a quantifiable way, this study has therefore settled for the most clear-cut variable factor of customer complaint resolution, and by extending customer relationship management on a whole, as a factor to measure customer dissatisfaction level.
Efficient complaints management, according to Sabadie et al. (2006) , allows analysis of the underlying motives of customer dissatisfaction. It may be a useful tool to prevent such dissatisfaction. Once an issue arises for one customer, leaders seek to resolve it before other customers are affected. They also analyse feedback and take corrective action to improve the customer experience. To keep customers in the loop, these institutions take proactive steps to boost communication and interaction by focusing on clear, transparent messaging of processes and response expectations, boosting customer confidence that issues will be resolved. In different ways, the organisation and internal processes can contribute to support the assessment and improvement of customer satisfaction (Munari et al., 2013) .
It has been shown that complaints management offers real opportunities to retain the customer who have had problems with the service provider, on condition that the customer is impressed by the way the complaint got handled (Hart et al., 1990; Prim-Allazi and Sabadie, 2005) .
Customers that show their complaints and receive an appropriate reply from the firms about the inadequate services are more likely to stay (Conlon and Murray, 1996) , to buy new products (Maxham and Netemeyer, 2003) , and to endorse the company's services to others (Maxham, 2001) . Bougie et al. (2003) found customers are less susceptible to switch and are more likely to engage in favourable word-of-mouth to friends when their direct complaints are well managed. Lok and Matthews (2007) find that satisfactory resolution of a complaint made respondents happier and less likely to defect, indicating better customer satisfaction.
In their study, the authors show that looking at whether the complaint was resolved or not, we can understand the relationship of the likelihood of switching to be more significant. Complaint resolution reduces the likelihood of switching back to similar levels for those who have not complained, providing support for the importance of efforts to resolve customer complaints. Thus, it emerges that the nature of any unsatisfactory experience and the resulting outcome will affect customer satisfaction.
Studies show that in case of unsatisfactory purchases, 70% of complaining directly consumers will repeat purchasing .This share goes to 95% if the results of the complaint processing satisfy them (Zhao and Mo, 2002) .
To investigate how bank-specific determinants affect customer experience Morpace Reports (2008) and Teller Vision (2009) claim that the perception of banks varies in relation to their size. However, all banks share the same opportunity for improvement in customer satisfaction, helping the customers to achieve their financial goals. The study also shows that overall customer satisfaction decreases when the bank size increases. In fact, customers of national banks are significantly less satisfied than customers of regional or local banks who, in turn, are less satisfied than customers of credit unions (Balakrishnan and Krishnaveni, 2014) .
Recent studies focused on the banking sector in the USA, in the UK and in Canada, show that in recent years there has not been a big difference in satisfaction levels between customers who held an account with large banks and those who signed up with the small banks (Power, 2015a (Power, , 2015b Statistics, 2015) .
Recently, some interesting research was made to help banks better understand both their customers' key expectations and their current delivery performance against those expectations (FIS, 2015) . The survey includes 9000 retail banking customers from nine countries. The results of the different financial institution categories vary significantly, with the best results achieved by small banks.
The high scores of both credit unions and community institutions are driven by outperforming expectations on in-person service and by better-than-average performance for transparency and fairness.
Large banks have significant customer trust issues concerning transparency, fairness and reliability.
Data and methodology
The key objectives of this study were to empirically determine whether bank size and bank legal form can influence customer dissatisfaction and to appraise that they can be considered different indicators, despite several data not being publicly available.
Some studies assume that customer dissatisfaction that transforms into a complaint can be the key to measuring real customer services performance of banks. Yap and Sweeney (2007) , in their study, argue that the customer dissatisfaction expressed by way of complaint made is an indication of customer service of banking clearly falling below the acceptable level and therefore outside the zone of tolerance of the customers. Lok and Matthews (2007) have pointed out that the time and effort involved in filing a complaint, or the hidden anger harboured by potential complainants, may be a more definite indicator of customer sentiment. So, they have adopted customer complaints as a benchmark for customer sentiment.
The survey was carried out in the market of Italian banks. The ABF (Financial and Banking Ombudsman) is the 'extra-judicial' system of dispute resolution that has been designated by the Bank of Italy for the Italian banking sector. It is important to underline that to refer to the ABF, the customer must already have presented a written complaint to the intermediary and that did not replied or that replied, but in a way found unsatisfactory by the customer.
We started from the assumption that the complaints as a manifestation of expression of negative customer sentiment and the way that the complaints are managed, influence the perception that the customer has about the quality of services. However, our idea was that the number of ABF appeals can be a reliable indicator of deep dissatisfaction that comes not only from the poor quality of service provided but also from the poor effectiveness and the low speed with which the banks are able to manage the customer complaints.
So, in this study we use the number of ABF appeals as proxy of customer dissatisfaction.
The ABF was established with the aim of providing a simple, rapid and economical solution to disputes between customers and banks, or to finance companies when customers are unable to have their own requests satisfied by referring directly to the complaints offices of intermediaries. By combining elements of a public and private nature, this authority has been operative since 15 October, 2009. The ABF can decide on disputes which concern transactions and banking and financial services. All disputes concerning the verification of rights, obligations and faculties may be referred to the ABF, regardless of the level of the funds contested. However, if the customer claims a sum of money, the dispute remains within the competence of the ABF on condition that the claim does not exceed 100 euro.
We believe that the banks to which customers have presented the greatest number of appeals to ABF are those with the highest number of deeply dissatisfied customers. It is obvious that the bigger the size of the bank is, the greater the volume of products and services offered in a determinate amount of time will be; and the greater the number of appeals that ABF receives will be as well. So, in order to separate the effect size and to allow a comparison between different banks, we created an indicator of the ratio of the total number of appeals ABF presented for each bank by its customers from 2012 to 2014, and the total assets of the bank in the same period. To check that the total assets was an effective indicator of the services and products volume offered we also used another indicator-the number of branches with which the banks operate. For this reason, we built another indicator made up of the ratio between the total number of appeals ABF presented to each bank by its customers during the 2012-2014 period and the number of branches with which the bank operated during the same period.
Banks' classification
In relation to the size, banks are classified into two groups: 'big' and 'small'. For this purpose, the classification used is the one proposed by the Bank of Italy on the basis of the composition of banking groups on the total funds.
The 'big' category includes banks belonging to the top five independent banking groups and independent banks with total assets intermediately higher than 21.5 million euros. The 'small' category includes independent banks with total assets intermediately less than 21.5 million euros. According to the legal form, banks were classified into two groups: the first group includes only Cooperative banks (BCC) and the second group includes Joint Stock Company banks and Popular banks (Ltd + Pop).
Data source
The data used in this work are taken from the "Reports on the activities of the Banking and Financing Referee" (Bank of Italy) and the balance sheets of banks that make up the samples for the years 2012, 2013 and 2014.
The first source was used to identify the number of complaints lodged by customers to ABF for each bank; the second source was used to identify the value of the total assets and the number of branches with which each bank works.
Data analysed
The data analysed concerns the complaints filed by ABF related to a stratified sample of 74 Italian banks, which together represent approximately 70% of the market services of banking in Italy and about 65% of the branches. In the sample, online banks, foreign banks operating in Italy and banks with a number of branches less than four were not included. Together we analysed the data of 6981 complaints. (For the composition of the sample, see appendix).
From the data of the distribution of appeals by type of appellant (consumer or firm) emerges the overwhelming predominance of appeals lodged by individual consumers (80%); the scarce propensity of firms (20%) to appeal to the ABF system could stem from the limit of the value of submissible disputes (100 euro). Prior to our analysis, we show in Table 1 what the services for which banks received the most complaints are. 
Analysis and the main finding
The variables that we investigated for each bank are the number of appeals divided by the total assets, and the number of appeals divided by the number of branches. Our aim was to ascertain whether this ratio assumed different values according to some bank characteristics, such as size and legal form. To estimate the performance of banking intermediaries, we reported the data of appeals received concerning each individual banking intermediary in the appendix. In the first column, we indicated the average of appeals received from 2012 to 2014 (using the Bank of Italy data); in the second column, we indicated the number of appeals over total assets and in the third column the number of the appeals over the banks branches.
Hypothesis 1: Bank size is a variable that can influence the customer dissatisfaction.
For the sample analysed we built two indicators: indicator number 1 (Appeals/Total assets) shows an average of 142.97 with a standard deviation of 134.39; and indicator number 2 (Appeals/Banks Branches) shows an average of 7.31 with a standard deviation of 6.16. With the purpose of verifying if the size of the bank can influence customer dissatisfaction. Figure 1 shows the effect that size has on the number of appeals. It is possible to observe that the averages differ greatly between the two groups Big-Small, for both indicators. In fact, for the first indicator, the average is 111.23 for small banks and 192.21 for large banks. For the second indicator, the average is 5.29 for small banks and 10.46 for large banks (Table 2) . To test the hypothesis, when the two groups analysed (big and small) were significantly different from the two indicators, we performed a comparison of averages using the t-test for independent samples, assuming that the variances of the two groups were unknown but equal (confirmed results from the use of the F-test of the Fisher ratio of variances). In detail, the p-value of 0.010 indicates that the differences are significant (Table 3) . Hence, we must reject the null hypothesis of mean equivalence and can affirm that generally the small banks are less inclined to have retail customers with deep dissatisfaction than large banks.
Hypothesis 2: Bank legal form is a variable that can influence consumer dissatisfaction.
With the purpose of verifying whether the legal form of the bank can influence consumer dissatisfaction. Figure 2 shows the effect that the legal form has on the number of appeals. It is possible to observe that the averages differ greatly between the two groups Joint Stock Company Banks + Popular Banks and Cooperative Bank, for both indicators. In fact, for the first indicator, the average is 182.2 for Joint Stock Company Banks and Popular Banks and 81.91 for Cooperative Banks (Table 4) . For the second indicator, the average is 9.84 for Joint Stock Company Banks and Popular Banks and 4.16 for Cooperative Banks. Figure 1 Box plot of appeals/total assets for big and small banks and appeals/banks branches for big and small banks (see online version for colours) To test the hypothesis, if the two groups analysed (LDT + Popular Banks and BCC) are significantly different for the two indicators, we performed a comparison of averages using the t-test for independent samples, assuming that the variances of the two groups were unknown but equal (confirmed results from the use of the F-test of the Fisher ratio of variances). In detail, the p-value of 0.0010 indicates that the differences are significant (Table 5) . Hence, we must reject the null hypothesis of mean equivalence and can affirm that generally the cooperative banks are less inclined to have retail customers with deep dissatisfaction than joint-stock banks and popular banks. 
Concluding remarks
The maintenance of long-term customer relations and the reduction of the rate of the retail customer attrition constitute important competitive advantages for the banks. For this reason, the banks must be aware of the satisfaction and dissatisfaction of the customer.
Many empirical studies have focused on the ability of small and local banks to establish long-term customer relations in lending but few of them know about customer relations that such banks manage to consolidate with depositors and with household customers.
Several studies are focused on customer satisfaction and their traditional assumption presumes that the positive customer feedback is a reliable indicator of customer relations. Few studies go on to explore the customer dissatisfaction, and take a different approach, showing that an actual complaint may be the key to measure the real customer service performance level of banks. Other studies show that complaints management is not only a powerful tool to improve the intrinsic quality of the services supplied, but also a tool to enhance the quality perceived by customers. Indeed, complaints are a manifested expression of dissatisfaction; whereas the complaints management influence not only the quality of the service but also the perception of it. Accordingly, the banks that are able to better handle complaints are able to influence the perception of quality of service.
Our research sought to shed more light on these issues and from the initial results, emerges the fact that small banks and cooperative banks appear to have retail customers that show less deep dissatisfaction.
Small banks and cooperative banks are probably more inclined to closely monitor their customers and their tight organisational structures allow them to effectively use the resulting information advantages to solve customer problems.
Future studies and the collection of other data will be able to shed more light on how these types of banks could use the information advantage to improve the quality of the service supplied and to enhance customer loyalty. 
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